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1. CaBuyk B.A. CouiasbHO-€TUYHUI MapKETHHT 5K CKJIa/loBa COLiaIbHOI BiNOBiAAIbHOCTI 6i3HECY. —
Kgasnigikaniiina rpais Ha npaBax pykonucy. Jlucepratisi Ha 300yTTs1 HAyKOBOTO CTyIeHs JoKTopa (pinocodii B
ranysi 3HaHb 07 — YiipaBsiHHS Ta agMiHiCTpyBaHHS, 3a crenianbHicTio 075 — MapkeTuHr. — [IpuBaTHMiT BUIIUHI
HaBYaJIbHUH 3aKia], «EBpoleicbKuil yHiBepcuTeT», Kuis, 2026. Y nucepranii o6rpyHTOBaHO TEOPETUYHI, METOUYHI
Ta MIPUKJIAAHI 3aCaiu pO3BUTKY COLialbHO-€TUYHOIO MapKETHUHTY SIK PYHKIiOHAJIbHOI CKJIaJI0BOi COLlialbHOI
BiATOBiIasIbHOCTI 6i3HECY, 30KpeMa KOPIIOPATUBHOI COLIiaIbHOI BiIIOBiAAIBHOCTI, Ta BUBHAYEHO HAIIPSIMU
nifgBUIEeHHS €(PEeKTUBHOCTI MAPKETHUHIOBOTO YIIPaBJliHHS IPOMUCIOBAMMU MiJIIPUEMCTBAMU B YMOBaX KPU30BUX
TpaHc@opMaliil. AKTyaJIbHICTb TEMU 3yMOBJIEHA [TIOCUJIEHHSIM OYiKyBaHb CyCIIiJIbCTBA O IPOMUCJIOBOTO Oi3Hecy,
HEeOOXiIHICTIO 306epeXeHHs I0BipU CTeliKxoaepiB i nepexonom 1o ESG-BUMipIOBaHOCTI pe3ysbTaTiB (€KOJIOTIUHUX,

coliaj/IbHUX i YIIPaBJIiHCBKUX KpUTepiiB). [JoBefieHo, 0 iHCTUTYLIi0HaIi3allis €eTUYHUX HOPM MapKEeTHHIOBO1



IisipHOCTI (mpodeciini kogekcu AMA, ESOMAR) 3HIKye pU3VMKYU MaHINyJISTUBHUX KOMYHIKalil Ta MiJCAJIIOE
IIOBrOCTPOKOBY B3a€MOJIiI0 3i cTelikxoaepamu. Y po3aisi 2 chopMoBaHo NopiBHANBHY BubipKy 10 poBigHuX
IIPOMUCJIOBUX MiANPHUEMCTB i pO3p06JIEHO KPUTEPINTHO-0a/IbHY MOJI€JIb OLIiHIOBAaHHS PO3BUTKY COLia/IbHO-€TUYHOTO
MapKeTUHry (6 KpyUTepiiB: IPO30PiCThb 3BITHOCTI; IHTEHCUBHICTb COLiaJIbHUX iHBECTULIill; €KOJIOTiYHi iHilliaTUBY;
PO3BUTOK IIEPCOHAIy; B3aeMofis 3 rpomanamu; ESG-inrerpanis; 10-6anbHa mkasna), mo 3a6e3nedusno
OOI'PYHTOBaHICTh BiOOpY Kelcy AJis ornnbieHux po3paxyHKiB. Ha keiici ['pynu koMmaHii «I[HTeprnain» rokazaHo
MIPUYMHHO-HACJIiAKOBUI 3B'130K «30BHIIlIHIl IOK — 3MiHa omepaliil - TpaHc@opmMallis ColLianbHOI BiflTOBifaIbHOCTI
- eeKTU 17151 CTIMKOCTI», @ TAKOK BUKOHAHO MiK(]ipMOBY BepudiKallilo IOKa3HUKIB COLiaIbHO-€TUYHOTO
MapKeTUHTY Ta COLiaJbHOI BiAnoBiganbHOCTI y nepion, 2020-2024 pp. KinekicHi pe3ynbTatu 1o ['pyni Kommnasii
«IHTepnain» NeMOHCTPYIOTh TPaHCPOPMalLilo COoLiabHOI BiATIOBINAIbHOCT] Y ME€XaHi3M KOPIIOPaTUBHOI CTIMKOCTI:
cotianbHi iHBecTutii 3pociu 3 2166 tuc. § y 2021 poui o 19892 tuc. N y 2022 poui Ta 20277 Tuc. S y 2023 poui; ix
4acTKa B Ipojaxkax craHosuia 2,027-2,050%. 3agikcoBaHO KapOBY PE3UJIbEHTHICTD: IIJIMHHICTb IEPCOHATY
3HM3UIacs 3 23,62% y 2020 poui no 17,92% y 2023 poui. [TopiBHsIbHUI aHai3 TppoX KoMmnaHil (I'pynu komnaHin
«Inrepnann», ['pynu «MetiaBecT» Ta ArcelorMittal (AMKP)) ninteepaus nigepctBo ['K «IHTepnain» 3a 4aCTKOIO
coliHBecTULill y mpogaxax y 2023 poui (2,051% npotu 1,757% i 0,735%) Ta 36epeskeHHs NpubyTKOBOCTI y 2024 poti
(mpubyToK 1m0 ononatkyBaHHs 327191 Tuc. S) Ha T 3GUTKOBOCTI KOHKYPEHTIB. Y po3aisi 3 po3po6eHo
OPraHi3alilHO-€KOHOMIYHMI MEXaHI3M PO3BUTKY COLIQJIBHOI BifJITOBiJAJIbHOCTI i IpOrpamy yJI0CKOHAJIEHHS
MapKETHHIOBOI JisI7IbHOCTI HA 3aCafiax COLiialbHO-€TUYHOTO MapKETUHIY (aHJIITUYHUI, CTPaTEriYHuH,
orepauifiHui i KOHTPOJILHO-OLHIOBAJILHUI 6JI0KM). 3alTPONIOHOBAHO cucTeMy KPI-KOHTPOIIiHTY Ta iHTerpaabHUil
ingekc couianbHo-eTUYHOI edpexkTuBHOCTI (ICEE) sik 3BakeHy cyMy (piHaHCOBO-MapKETHUHIOBOr0, COLialbHO~
KaJIpOBOTO Ta €KOJIOTIYHO-E€HEePreTUYHOro CyOiHIeKCiB; arpobatlis Ha ganux 2020-2023 pp. nokasasna 3poCTaHHS
ICEE 3 0,31 5o 0,76. [l151 KinbKiCHOTO OOI'PYHTYBaHHS €(EKTiB COLialbHOI BiNIOBiAaIbHOCTI TOOYI0BaHO
6araToQakTOPHY perpecifiHy MoJeJsib BIUIUBY COLIiaJIbHUX iHBECTULIii1 i MAPKETHHIOBUX BUTPAT Ha MPUPICT
npuOyTKy 3 ypaxyBaHHSM slarosux edekTis (R?=0,89). CuenapHe nporHosysanHs 2024-2030 pp. nokasa’o, 10
[IpOorpaMHuUil cueHapiii 3a6e3nedye y 2030 pik: oocsr peanizauii 1944 tuc. T (+11,9% no 6aszosoro), ROMI 201,7%
(+94,3 B.11. 10 6a3oBoro), mpupict npubyTKy 211,6 TuC. S (+82,1%), ICEE 0,92 (+17,9%). HaykoBa HOBM3HA ITOJISATAE Y
PO3BUTKY TEOPETUYHUX I10JIOKEHD COLIaIbBHO-€TUYHOIO MAPKETUHIY SIK CKJIAOBOI COLiaJIbHOI BiATIOBiNAIbHOCTI
6i3Hecy; yAOCKOHAIEHHI METOJMYHOTO MiXOAY IO IiarHOCTUKU COLiaJIbHOI BiZITIOBIIaIbHOCTI Ta COLia/IbHO-
€TUYHOI0 MAPKETUHIY HAa OCHOBI NOeNHAHHA (PpiHAHCOBUX Ta He(iHAHCOBUX iHIUKATOPIB; PO3POOJIEHHI
KpUTepifHO-6asIbHOI MOJIeJli OLIiHIOBAaHHS PO3BUTKY COLiajIbHO-€TUYHOrO MapKeTUHry; ¢popmadnizarnii KPI-
KoHTpoJito yepe3 inaekc ICEE Ta ekoHOMiKO-MaTeMaTUYHi Mojiesi oliHIOBaHHS e(deKTiB; po3pobieHHi
OPraHi3alilHO-€KOHOMIYHOI'O ME€XaHi3My PO3BUTKY COLiaJIbHOI BiANOBiganbHOCTI. [IpakTUYHE 3HAYEHHS
Pe3yJIbTATIB MOJIATA€ Y MOKJIMBOCTI 3aCTOCYBAHHS PO3PO06JIEHOTO iHCTPYMEHTAPIIO 117151 JiIaTHOCTUKY i1 MOHITOPUHTY
coljiasIbHOI BiOBIAAIBHOCTI Ta KOPIIOPATUBHOI COLliaIbHOI BiANOBINAMbHOCTI, OOI'PYHTYBAaHHS CTPYKTYpU
coljianbHUX iHBeCTuUL N, popmyBaHHs KPI coliaibHO-€TMYHOIO MapKETUHTY Ta iHTerpallii I0Ka3HUKIB y CUCTEMY

ESG-ynpaBiiHHS IPOMUCIIOBOTO MiAIIPUEMCTBA.

2. Savchuk V.A. Social and ethical marketing as a component of social responsibility of business. - Qualification
paper, manuscript rights. Dissertation for obtaining the degree of Doctor of Philosophy in the field of knowledge
07 - Management and Administration, specialty 075 - Marketing. - Private Higher Educational Institution
"European University", Kyiv, 2026. The dissertation substantiates the theoretical, methodological, and applied
foundations for the development of social and ethical marketing as a functional component of social responsibility
of business, in particular corporate social responsibility, and defines directions for improving the effectiveness of
marketing management of industrial enterprises under crisis transformations. The relevance of the topic is driven
by increasing public expectations toward industrial business, the need to maintain stakeholder trust, and the
transition to ESG measurability of results (environmental, social, and governance criteria). It is proved that the
institutionalization of ethical standards of marketing activity (professional codes of AMA and ESOMAR) reduces the
risks of manipulative communications and strengthens long-term interaction with stakeholders. In Chapter 2, a
comparative sample of 10 leading industrial enterprises was formed and a criteria-based scoring model was



developed to assess the development of social and ethical marketing (6 criteria: reporting transparency; intensity
of social investments; environmental initiatives; personnel development; community engagement; ESG integration;
a 10opoint scale), which ensured the validity of selecting a case for in-depth calculations. Using the case of the
Interpipe Group of Companies, a cause-and-effect relationship “external shock - change in operations -
transformation of social responsibility - resilience effects” is demonstrated, and cross-company verification of
social and ethical marketing and social responsibility indicators for 2020-2024 is performed. Quantitative results
for the Interpipe Group of Companies demonstrate the transformation of social responsibility into a mechanism of
corporate resilience: social investments increased from USD 2,166 thousand in 2021 to USD 19,892 thousand in
2022 and USD 20,277 thousand in 2023; their share in sales amounted to 2.027-2.050%. Personnel resilience was
recorded: staff turnover decreased from 23.62% in 2020 to 17.92% in 2023. A comparative analysis of three
companies (Interpipe Group of Companies, Metinvest Group, and ArcelorMittal Kryvyi Rih (AMKR)) confirmed
Interpipe’s leadership by the share of social investments in sales in 2023 (2.051% versus 1.757% and 0.735%) and the
maintenance of profitability in 2024 (profit before tax of USD 327,191 thousand) against the background of
competitors’ losses. In Chapter 3, an organizational and economic mechanism for the development of social
responsibility and a program for improving marketing activity on the basis of social and ethical marketing
(analytical, strategic, operational, and control-and-evaluation blocks) were developed. A KPI-controlling system
and an integral index of socio-ethical efficiency (ISEE) are proposed as a weighted sum of financial-and-marketing,
social-and-HR, and environmental-and-energy sub-indices; testing on 2020-2023 data showed an increase in ISEE
from 0.31 to 0.76. To quantitatively substantiate the effects of social responsibility, a multifactor regression model
of the impact of social investments and marketing expenditures on profit growth was built with lag effects (R? =
0.89). Scenario forecasting for 2024-2030 shows that the program scenario ensures in 2030: sales volume of 1,944
thousand tons (+11.9% versus the baseline), ROMI of 201.7% (+94.3 p.p. versus the baseline), profit growth of USD
211.6 thousand (+82.1%), and ISEE of 0.92 (+17.9%). The scientific novelty consists in: developing theoretical
provisions of social and ethical marketing as a component of social responsibility of business; improving the
methodological approach to diagnosing social responsibility and social and ethical marketing by combining
financial and non-financial indicators; developing a criteria-based scoring model for assessing the development of
social and ethical marketing; formalizing KPI control through the ISEE index and economic-and-mathematical
models for effect assessment; developing an organizational and economic mechanism for the development of
social responsibility. The practical significance of the results lies in the possibility of applying the developed toolkit
for diagnosing and monitoring social responsibility and corporate social responsibility, substantiating the structure
of social investments, forming KPIs of social and ethical marketing, and integrating indicators into the ESG

management system of an industrial enterprise.
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